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St. Louis Flew False
Colors at Adver-
tising Convention

probably mad, though possibly a

ciple and trying to buy marked
down money. That mysterious

tain cheap silks are “loaded” with metal. And thereby hangs a

tale, which may recall memories to certain local salespeople.
Mercantile St. Louis doubtless preserves as one of its tradi-

tions of A. A. C. W. convention week the visits of a stranger,

the stores making absurd applications of the “special sale” prin-

practical joker, who went about

down merchandise for marked
stranger (with certain reserva-

tlons) was myself.
| essay to pass Confederate money, which
| procexs might coneeivably have landed
' me in jall. T merely treated myself to
an hour's amusement at the expense of
the local “walue"” advertisers in pur-
suance of an experiment which I had
been waiting to try out on some city
where 1 am quite unknown and In no
danger of having my harmless little
ruse betrayed.

The Famous & Barr Company is one
of the local department stores of high
standing, which, nevertheless, sings the
siren song of values to its public with
great regularity. Having selected an
advertisement of $1.50 shirts for $1.15,

City’s Advertising and Business
Practices Belie “Truth” Emblem

Despite Agreement, Hotels Heavily Overcharge Convens-
tion Guests—Stores Fail to Take Kindly to Adams’s
Offer of Marked Down Money for Marked
Down Goods—Better Business Bureau Helps
Newspapers Keep Out Fake Finan-

cial Ads—Medical Ads Flourish 1 approached the particulsr siren
having thess fairy gifts in chargs and
— | ngked: %1

| “Are thesa actually $1.50 values?”
“They are,” said he. “Speclally

| marked down. There's the $1.50 mark.

a room with bath several weeks in advance.

By SAMUEL HOPKINS ADAMS
' You can see for yourself.”
displayed it liberally. The stores were full of it. It was flaunted
“Positively.”

As a sign-manual for St. Louis itself, it| “What is it?" queried the clerk, view-
qualify in any general sense as a practitioner of truth in advertising. | wlt's a ten-dollar bill fssued by the
half of its large advertisers among the shops, which fairly run riot | this bill for the four shirts.”

The young man hegan to splutter.
merchandise. For a third, it should get solidly behind the newly “Why?
“It was worth ten dollars.”
listed for service in France), the manager, has already done
| for yourself, I'll take =ix dollars
great deal more.
is judged, to no small extent, on the basis down shirt and then at my marked
. . |
St. Louis is unfortunate. It gave the A. A. C. W, an example of | ;, 6.1 cround of dogms snd cast into
3 5 iy 2 1.507" i th
tions put forth by the St. Louis Advertising Club at the 1916 con- JLEOT® was ' his trsabled ohiertation
| “But look at the mark,” hs persisted,
: . < - “Look at mine,” I returned, pointing
to this effect, signed by the leading hotels. Whether or not
you know it,” he protested.
tically every leading hotel in the city on the ground of over-
shirt.”
uarters of the convention. inari .
2 o Ordinarily one can get » good, com and if it wers worth $1.50 the store
When he arrived ing manager,” he said. "“Excusa me."
a day for one person. He took in a late-coming friend, who was  passed on to the highly reputable stors
this tune in the morning’s papers: “84,
they were ““getting off light”") paid $3 each for half a small single SRR e o JRAC SR phatly
|emall array of neckwear which might
From Minneapolis comes a complaint that the Jefferson
tay after the convention had to pay only $2.50 for this same room | % *i*"
The| “Threa dollars for a tis worth twica
complainant, himself a former vigilance committee chairman,
“And this tis is actually worth six
“(Oh, yes. Positively.”

St. Louis. Mo., June 5.—For one week in June St. Louis
| "You guarantse them to bs worth
|
|
i b everywhere. As a welcome to the
o 0k banners and adges y “Suppose I take four and offer to pay
was a graceful tribute,
before it ca“' ing with suspicion the bill which I had
For one thing, it must first reform all its newspapers. They | Confederats States of America.”
= = me;
Angeles or San Francisco, but below the average of Clcveland.l > S D TR A
with ridiculous value claims, besides occasionally passing counter- *1'd: tarn i¢ dowa.”
Why? Becausa it's phony,
organized Better Business Bureau of the St. Louis Advertising | that’s why.

“But""—

effective work, but needs the equipment and the authority to do a Sl
| for it.
By strangers a city
t | down bill, and then assumed the ex-
what, in a store, | should term fake advertising, since it failed | & ses of doubt and darkness.
; . . when he came to the surface to breathe.
vention of the A. A. C. W., when it was seeking the 1917 conven- |
tion. was that hotel rates would not be raised above the normal; |
to my bill.
all the signatories to this undertaking violated it, | am not prepared

“It isn't worth as much as it once
charging.

“Why sin't it
fortable room, with bath, there for $3. A friend of mine, an!ouldn't be selling it for less.”

1 excused him. And while he was
roomless, and the charge was $10 a day. At the same time ordi- °f Scrugss, Vandervoort & Barney, who
could get a good room with bath at $3 apiece, two in a room. Some | §5 and $6.00 neckwear, $2.00, $2.50 and

y said I
room and the use of a bath apportioned among four persons. |
| bave heen $6.00 ties In St Louls, though
charged $6 per day for a type of room insufficiently furnished for | gna of them in New York.
occupied alone. This seems unimpeachable proof that the Jeffer- ‘How much {s this one?
| a8 much. How do you do it?
writes: ‘It would certainly be worth while for the hotel men to
“That is, you're practically giving me

flourished the Truth in Advertising emblem. The newspapers
that”
convention of the Associated Advertising Clubs of the World it |, "y with this? I ssked.
was false colors. St. Louis has a long way to go
| brought aleng for tha occasion.
are had—though by no means down to the level of Atlanta, Los| “And you're trying to pass that en
Kansas City or Minneapolis. For another, it must clean up about | you would reply if I offered to give you
_ — “Why o
feit goods on the public in the shape of seconds and damaged
It ain't worth ten dollars.”
Club, which, under the leadership of Grifin McCarthy (since en-
“There's the $10 mark. You can ses
Incidentally, it might look to its hotels. The young man looked at his marked
of the treatment received at the hands of its hotels. In this respec _
pression of ona suddenly detached from
signally to live up to its representations. One of the stipula-| “You don't believe this shirt is worth
| “I'vemo doubt that it once was."
. - - 1 i
and the club claims to have in its possession now an agreement pointing to the garment.
“That bill aln't worth anything, and
to state, but this | can say, that | heard complaints against prac- |
was,” T admitted. “Neither is that
As an example, take the Hotel Jefferson, the official head-
“Hecauss you'rs offering it for $1.15,
A. A. C. W. member, thinking it wise to be forehanded, engaged | “Say, you better talk to tha advertis-
and asked the price he was blandly informed that it would be $8 | ;.. ing sid (or possibly the police) 1
nary patrons not handicapped by membership in the A. A. C. W. '.h.d get my hopes a-dancing by piping |
of the New York contingent (who considered, by the way, that!$3.00."
: A sprightly young elerk lald out a
hardly think that the Jefferson will claim this to be its normal rate.
1 wouldn't have paid that price for any
lwo people, and that one of the two occupants who extended his| “These are $6.00 values?* T asked.
. . . X “Thres dollars.”
son raised rates in direct contravention of its agreement.
“It’s a special sale.”
know that they could not hold up advertising men without getting dollars "
-

some unfavorable notice from some quarter.”
The Planters’ Hotel is under the same management as the

Jefferson. It followed the same principle of “all the traffic will  “well, ye-es.”
bear." The San Francisco Club (which, by the way, undertakes| “And do you make the same kind of
to assure the A. A. C. W. that no hotel overcharges will be per-."ﬂe‘:“ l'“i Shhdy d'”’;m:nt’?;' i all
1 . i I | “We give very goo argeins in a

mitted in the 1918 ct.mvenllon) was obliged to pay $9 per day cur departments.”

for room and bath, with three people to a room, and $7 per day | “Then perhaps you can tell me where
for two people to a room. One San Franciscan, who occupied a '*" buy a ive-dollar gold plece for §2.%
room without bath, alone, had t $7 d Accordi Wi B2 il gy
it Dy alone, had to pay per day. According to | She retired from view, around a cormer,
guests familiar with the hotel, the regular charge for this room |presumably for consultation, for I pres-

would be $2.50 per day. Members of the Cleveland Club com- | ®ntly heard & murmur of voices, from
| which the words “nut” and “dippy" fell

plain that t}w?r had to pay $6 per day for two persons for inferior [ieasantly upon my retiring ear. At|
yooms on the inner court, and that those who left early and received Nugent's, where they were selling

a rebate for the re-rental of the rooms got back a credit of $2.50 | “sweaters mada to sell for §6, $8 and |
$10 at $4.00," I had no luck with my

per day on rooms for which they were paying $6. In defence of | ¢ tederate bill, though 1 carefully
the hotels it is alleged that the agreements specified that normal explained that it had been made to buy |
rates were to be maintained, but on a basis of two people to aroom; |for $10. At Kline's they wouldn't con-
ll'.uat u a $3 room would be $6 whether one or two persons occu—':::"‘h: :;e;“:'::k:é“tﬁ:;t::':';:;
pied it. But the cases | have cited above certainly do not come formerly up to $40.00 at §13.95, and I
within the scope of this arrangement. It does not justify charging °fered to prove that four of my depre-
$8 per room for one person and raising it to $10 for two persons; :L."t:ioﬁe::::::; n';;"b;';:rd'“;::_fth‘:':.
nor rebating on a basis of less than half what was charged against | same price of §13.95. Garland's, cling-
the convention guests. In my recent country-wide trip | have|ing determinedly to their values of
stayed at the b?st hotels everywhere, and nowhere have I paid such ﬁi’:on::.':: ::f:::t:‘ ‘;::h;:"::
rates as those imposed upon the A. A. C. W. guests at St. Louis. [St. Louis was I able to find a store
Sooner or later some one (perhaps myself, perhaps some which would apply to my disdained
other) is going to take up this whole matter of convention»ﬁﬂic of & Jost cause, the sams principle |
ey . ch it maintained in ita own adver-
bilking by the hotels and restaurants of the country and stir Up tising. Nor at any of the shops where |
the hotel business, considerably to its immediate discomfort and | noney was positively given away in the |
ultimate good. Meantime, in the eyes of a large body of men
who have a wide influence upon public opinion, St. Louis stands
convicted, through its hotels, of sharp practice upon its guests.

In the local store-world there is a wide variance of standards
and principles. Some of the shops which most conspicuously dis-
played the Truth emblem in A. A. C. W. week are the very ones
which most blatantly violate its principle in their advertising. Local
merchants still believe—with a few exceptions—that you must
“bait”" the public with all sorts of value and “special” offers, in
order to interest them. So they load their advertising with such
terms as “value,” “worth,” “marked down from,” "heretofore,”

counts could I purchase a $5 gold piece |
at half price or even a dollar bill for 99
cents, So much greater respect hath
St. Louis for its money than for its
merchandisa!

In one large store, however, I could
have found no basis for my innocent
diversiona., Stix, Baer & Fuller (The
Grand Leader) keep clear of all value

| elaims, comparative prices and similar
makeshifts. They embarked upon this|
venture |ast November, chiefly through
the influence of Bidney Baer, of the
firm, and Louis Blumenastock, the ad-

1 did not sectually ¢

#previously sold at,” and the like, to give it weight, much as cer~{goiying managen Doubting Thomases

in the trade insisted that the public
wasn't ready for any such move; that
it ought to be done graduslly, If at all,
until people could b educated up to it
Tho answer of The Grand Leader was
to announee the new policy and put it
in practice over night.

Now this must be sdmitted in any

fair consideration of advertising pel-
fey: that it requires more skill, in-
genuity and effort—in short, more
brains—to advertise without value and
comparative price clnims than with
them. It's so easy to be imusinatlvo;
with figures! The Grand Leader peo- |
pls wers willing to make the severer|
test, and they had the brains. Also |
they had the goods, enother essentisl |
requisite. From tha start the new
policy was successful. It built busi-
ness, s steady, eound increase. |

“Wait till the tima comes for the|
specinl sales,” said the eritics. “Then
they'll fall down.”

The tima eams for the half-yearly !
gale; and not a value or comparative
price, a “formerly” or “heretofore” or
“made to sell at" was quoted. Not-
withstanding which the sale showed a |
35 per cent increase over that of the
previous year. In the anniversary sale
not even an item was stated. The ad-
vertising manager simply went into
print and talked to his public about
the policies, standards and advantages
of the establishment. And it pulled.
Tha average-increass of business under
ths new polley 1a upward of 17 per
cent. That a department store In a'
city ms theroughly committed to the
old way in advertising as St. Louis
could make an instant and econvincing

suceess of the mew method is the

| strongest and most epecific evidence

for non-comparative advertising that I
have yet met with.

An interesting experiment along the
same lines, though not so complete and
radieal, fs being earrfed on by the B.
Nugent & Brothers' Drygoods Com-
pany, whose booklet of sdvertising
rules {s worth careful study by any one
interested in this subject. If anything
eould throw adequate safeguards about
comparative price claima, these Nugent
rules would do it. But the firm can-
didly admits that the very insistence on
rigid accuracy in lts practice tenda to
the gradual elimination of the compara-
tive methad. To begin with, Nugent's
does bupiness on the solid foundation
of “abaolute satisfaction or your money
back.” In the foreword to thelr book-
lat i this notics to their employes and
the public:

“Wa do not consider it good adver-
tising merely to avold lles, but we want
in addition to inelude everything essen-
tia] to a eomplets and accurate pleture
af the merchandise advertised”

“Value,” “worth” and “special” are
tabnoed tarms. Employes are warned
agsinst the use of superlatives. When
seconds or imperfect goods are offered,
the word “Seconds' must appear in the
headline, and the goods be designated
with & yellow ticket, a combination
whieh insures proper notification to the
publie. “Trade” names, where any in-
correct meaning ia implied, are not per-
mitted. Furs appear under their own
name. That composition which in
many places is labelled “French” ivory
Nugent's sells as “artificial” fvory—
which it is. Even the term “all wool”
{s forbidden. The gonds (at Nugent's)
are gither plain “wool” or a ecombina-
tion, such as “wool and cotton,” and
are =0 described. There is a standing
bonus of $1 offered to any customer or
employe pointing out an untruthful or
mislending statement in any advertise-
ment or sign. Comparative prices are
permitted under certain restrictions,
but (though it is not so epecified in the
booklet) any department which vlo-
lates these restrictions or wanders
from the actual facts is penalized by
having the privilege of employing eom-
parative prices at all withdrawn for a
certain period. This operates not only
as & brake, but also to instruct the (e-
partment heads in the more rigid school
of non-comparative advertising. From
all that I could gather, it would seem to
bes only s question of time when the
Nugent store will confine itself to the
strict poliey of advertising “goods as !
they are, not as they were.” |

0f the other large and high class
shops, Scruggs, Vandervoort & Bar-
ney do not use open “value” claims, hut
do employ comparative prices, though
in a diminishing degree. The Famous
& Barr Company use both value ¢laims
and comparative prices; but “edit”
these representations through a system
of their own. They have one employe,
an expert, whose sole duty {s to check
up every item in each day's advertis-
ing by comparison with the goods of-
fered and report any errors or misrep-
resentations. All of thesg four shops
cooperate heartily with the Better
Business Bureau of the St. Louis Ad-
vertising Club.

At the other extremes is Addison's,
which makes such absurd representa-|
tions as $30 cloth suits “newest n:!u,'
newest materials, newest colors,” at
$9.08, and $13.756 silk dresses (new) at
$398. Addizon takes no interest, other
than a resentfully disturbed defensive-
ness, in the Bureau's clean-up work.
His attitude, as expressed to a Burenu

form of “valued” good in- | i .
goods at heavy dis | representative, is that he has to muke

the profits and pay the rent, and it is|
nobody's business how or what he ad-
vertises. Also that he doesn't care
whether his ads are truthful or not.
Trouble invariably lurks in the future,
for the merchant who takes this stand, |
in a eity where thers is a live a&voﬂ!l»l
ing organization. Another heliever
(since converted) in the “nobody’s busi-
ness hut my own” theory was the pro-
prietor of the Schaper Stere Company,
who recently went the “Upstairs-Save.
$10" tailors several degrees better by
sdvertising $15 and $30 sults at §5

|

' ver,”

When remonastrance was made Mr,

Schaper delivered himself of this phi-
losophical observation:

“The only reason 1 advertise is to get
folks into my store. The kind of peo-
ple I sell to dont believe what they
read in &ds anyway. So there's noth-
ing dishonest in my advertising.”

Which, as an expression of the
puller-in theory of advertising, covers
the ground. However, Mr. Schaper al-
tered his viaws after the Better Busi-

Fourtesnth Sireet

Now---Our 25T AUG

ness Bureay had found In his estab- i y
lishment an instrument advertised as y Blankets Mu‘hm Linens

s $300 Piano Player, 88 notes, on sale Quilts—Comfortables Sheetings—Sheets Towels,..ro'%
at $99. The 88 notes were there. They | Tickings—Pillows Pillow Cases Scarfs—Shams
responded tonefully to a finger utrolu‘l Silverware Curtains and Draperies

But when the automatic device was Rugs—Shad:

trained upon them sbout one-third of } Cutlery thnelg -

| Soaps

their number promptly qualified for a
Trappist monastery, with its rule of
eternal silence. The salesman said that
about $10 expended in repairs would
restore the lost voices. But the Bu-
reau’s expert figured that it would coat
about $76, and failed to see wherein Mr.
Schaper (otherwise than on his puller-
in theory) could justify the $300 repre-
sentation. After a conference Mr
Schaper admitted that his theory of ad-
vertising might be fallacious and prom-
ised to adopt other standards.

The Better Business Bureau has not‘
been going long, but it has made {tself |
strongly influential already in mercan-
tile cireles, chiefly from the fact that
its manager, Mr. Griffin McCarthy, has

shown himsalf ready to go after the
biggest as well as the smallest fish in
local waters, with whole-souled im-
artiality. To this, Mermod, Jaccard &
{ing, probably the largest rotail jewel
ry stores west of the Mississippl, and
certainly one of the highest elass con-
cerns in the country, can testify. A
“eleaning-out sale” was advertised in
this store, and signs were scattered
about announcing:

“Every article In every department
is included in this sale. All silver sold

It means more to have the goods at these sale prices.

Muslins, Sheets, Pillow Cases

Rushed In this department? Indeed, yes—with such prices as ours on
these every-day needs. However scarce cofton merchandise might he—
here was stralght ahead determination te have the goods for this August
sale. Folks have a way of needing household muslins no matter what
the condition of the market. You may know it required a heap of special
planning to make these prices, for
THEY ARE THE LOWEST IN TOWN
Comparative shopping on any item will soon prove this te you. |

st & discount of 15 per cent."” MUSLINS—
Complaint came to the Bureau that Fruit of the Loom  or  Lonsdale  or  Hill
Mermod, Jaceard & King were not liv-
ing up to the terms of their advertise- Today’s value .24, .ovesvsrinvoans . AW e A . Sale price .15

Limit—20 yards.
No Mail or Telephone Orders, |
16 and 39 In, UNBLEACHED MUSLINS—Today's value .131— |
mill length—price, yard 934
72 In.—BLEACHED SHEETINGS—for 3 beds—Today's value .35. .28
1

8¢ in—for full size beds—Today's value .39.c0voveavsarssscese o3 |

ment in the matter of “Community sil-
A prospective purchaser attempt-
ed to purchase some of this ware at &
15 per eent discount and met with a
refusal. Despite the citation of the ad-
vertisement, the salesman persisted in
declining to sell this bhrand at the
specified reduction. Manager MeCarthy
went direct to Mr, Goodman King, gen-
eral manager of the firm, and stated

the ense. Presumably Mr. King wasn't T
es well informed nbout his own utock'mu'ow CASES— SHEE I
85 a man in his position should have Will-Wash-Heavier Will-Wash-Heavier ‘
;:eein.h:or he I:lnnd:i' ;‘Immrd that t‘hc” 42238 in—Today’s val. .25...8ale .10 ggxgg lin.--:ll_'o.:iiny'n “Il .sg.,&la .B;I
ad been zome difficulty over Com-| 45, e ’ T T e 3 x90 in.—Today's val. .03..Sale .7
munity silver, and he had therefors toxd in ;"i“',‘ "'1‘ 2: g:'l' ",:',2'12:90 in—Todas’s val, $1.04..Sale .86
ordered it removed from the floor. [EOX50 0T ORKY S W, ob¥)se:s SR 2 5i81x90 in.—Today's val. §1.15..8ale .04
“The specizl reduction applies only 54x38 in.—Today’s val. 33...8ale .28 |90x00 in.—Today's val. §1.29. 8ale .D7

to merchandise shown on the floor,"” he
explained.

“Exactly,” said the Bureau manager,
who had not coma without preparation
for argument, "and {f you will step
down to the floor with me I will point
out & number of chests of Community
gilver there”

He did so. Mr. King, thus enlight-
ened as to the conduct of his business,

Measurements befors hemming.

Hemstitched Shests and Pillowcases. , 10 and 5 more, respectively,

Extra long Pillowcases to 401 inches. Sheets to 3 yds. long.
August Sale Reductions on Mohawk, Wamsutta and New
Bedford Sheets and Pillowcases.

BLEACHED AND UNBLEACHED SHEETINGS—

ordered this line removed and an- e
nouncement made in the advertisement . " BLEA]CHED ; UNBLEACHED |
that trade-marked gonds wers excepted 42 n.—Today's value .25....Sale .18 _ ’
from the special reduction. 45 in.—Today's valus 27....8ls .21 45 in—Today's value 25....8ale .18
A profound lack of interest in the gg (1 Today's value 30....Sale .24 64 in—Today's value 30....Sale .24
purpose, practice and principles of the : 5 . = ; e
Better Busineas Bureau characterized b4 :n-—'g"d“y’ "‘}"' 35----:‘]‘ :;z 68 in.—Today's value 35....Sale .27
Lindell's, the largest cash store in the 63 in— oday's value .39....8ale .0 Y ’
city, 1;‘ntil Mr. E\In(,’mihy hegar]: to visllt |72 in.—~Today's valus .44....Sale .33 72 {n.—Today's value .30....8ale .30
| jt with items of complaint in his pock- o ; 81 in.—Today" lue 44....8 B
et. Bathroom fixtures were the sub-| oL in. T°d',:' value A7....Sale ‘.38 5 ay.’ ek - .
ject of one of these. They wera rep- 90 in—Today's value .50....Sale .38 (80 in—Today's valus .47....Sale .36
resented to be white enamel on brass, = =

So they were, some of them. Others |
which had been carefully mixed in| |
with them wers white enamel on tin.|
When this was pointed out to the
store authorities they were less an-
noyed than bored, but graciously prom-
ised to put the tinware on a separate
counter. Roredom gave place to 1e-
sentment in the discussion over an
advertisement of “Fine Quality Mer-
cerized Sun-Fast Reps,” in which one
important point was omitted, to wit,
that the goods wers damaged. Manager

" Conoridiles:

All so very good looking—and st prices that seem almost impossible.
Foresighted housekeepers are buying supplies for the household—at
these savings.

McCarthy sent wround after & com- n,ppag Our reg.

f'l-'.‘f"@ _ ha‘r':li c]r:.rtn: i;n'\--hn-:: t::::fr;”: $1.67 Silkaline Comfortables...1.37 | $3.87 Silk Mull Comfortables. ..3.11 I

three rrtr'nwn‘ll;r Jlemishes. This was re- Floral designs—cotton Dainty designs—plain bor-

ported, snd tle buyer of the depart- filed—full size; le. weight. 1| gff.‘,fiu EII w:‘gi -te_m:l':: [

ment ?‘askca?lv-ug{ tn.h "ed]m‘(!'- - t::r."tté $1.87 Flowered Comfortables  1.63 | flowsred sateen comfort-

cal mista {‘i- t;l roa —’r' -r'-tm‘t‘h ed | 0f silkaline — plain or | ables in floral designs-

that the bleraishes were pu ere flowered backs — cotton full size—medium weight |

tf!er !!hﬂ \Tﬂ!;li!‘ had left nic Elﬂr'h- filled—full size ol

Now, Mr. MeCarthy is a mild enoug 7 7.43 Sat Comf bles. ...

voung man in the ordinary inter- $2 47 Bordered Comfortables...1.54 $ Pl:i:.:orﬁ:r:-—ufr:].l I:i'ze alis

courss of life, but he is not readily Silkaline — with sateen wool filled—well stitched. l

bluffed. He countered on the too re- borders—figured backs— ¥

sourceful buyer by asking whether he cotton filled—full size— $1.37 Silkaline Comfortables...1.07
]

was ready to make that statement in Cotton filled—single size.

court, against the evidenca of experts
who would swear that the goods were |
damaged in weaving. The buyer |
blinked, stammered and guessed that
he might have been mistaken. Mr.
McCarthy left the store with a few,
wholesome remarks on the inadvisa-
hility of selling seconds unmarked. His
third experience with Lindell’s was in
the matter of handkerchiefs, s sala of
10 cent and 12% cent (claimed) handker-
chiefs marked down. Buresu purchasers
matched them in neighboring stores at
5 and 6 cents. Mr, McCarthy again vis-
ited Lindell's and invited them to ex-
plain. They couldn’t explain, though,
to do them justice, they tried. One
point they made clear: that they would
slways be glad to learn of any com-
iafnt through the Bureau, 5o, per-
Enpa there is hope for them yet, though
they signalized the opening of the A.
A. C. W. convention by publishing a
big “Truth” emblem above a compos-
ite pdvertisement in which just eight

light weight.
Bee American for August Sale Values in Pillows

é5th August Saléa |
Rugs |

Here—this month—when you have quiet moments in which to plan and
refurnish the house for Winter—are cut prices. Savings like these
simplify many hoansehold problems—especially in these days when sav-
ing a dollar is a matter of patriotic pride. We know you couldn’t buy
these qualities for less anywhere else.

Sanford & Son Seamless Axminsters
8x12 ft., also Bigelow Hartford
Axminsters, 9x12 ft.,

Alex. Smith's Fine Axminster Rugs

11.8x12 ft (note size)—

items out of one hundred and twenty &
w[t-m m’!'v}r-ed f?r ‘;hal I:h-v were acltu- valge $38.00 toerecnnensnsntes 20.97 elsewhere $35.00 to $340.00..... 20.77
ally worth, All the others were value H | G |
claims, or implieations, of varying de- s“mlm Wﬂhl Rn'. | Alex. Smith's Seamless Velvet Rng!
grees of absurdity. j | Of finest grade—9x12 ft.— | Medallion and small figure designs
Before accepting the managership of | elsewhers $55.00.............. 47.50| 0x12 ft, Elsewhere 821.98,....15.7‘53

the Better Business Bureau Mr, Me-
Carthy had had considerable banking
experience, and his work of guarding
the public against misrepresantation
has been nlong financial lines quite as
much sz commercial. On this side he
gained the confidence of the news-
papers to such an extent that they are

Genuine Crex Grass Rugs .
Novelty borders and tinted grounds—9x12 ft.—elsewhere $8.50 and $10.25..7.44
Also These Clearances

Axminster Rugs— | Fine Seamless Wool Brussels—

always ready to listen to him and fre- 18x34—reg. $1.57...1.27 | 5y0 11— |
quently to be guided by his advice in 27x54—value $298, .2.17 W s==trere B8 cornneirn faiia
the mattsr of financial wdvartising. 36x72—value $5.49..4.47 Seamless Velvet Rugs—

He pays particulsr heed to the classi- ik i 8.3x10.6 ft.—valua §25.00...... 19.94

fied columns, wherein so many trafs
are set for the dollars of the poor. In |
one notaple instance he was able to |
shut off & bad advertiser and doubtless

gave thousands of dollars to St. Louin|
investors. A loeal *“Get-Rich-Quick
practitioner” named Hurst had for sev- |
¢ral years been peddling about the
stock of hiz Automatic Switch and Sig- |
nal Company, incorporated in Wyoming
for $10,000,000, Poor people and hope- !
ful dependents with a little capital were

his patrons. In one case he got hold of

a poor widow, just after her husband
died, and persuaded her to invest her
little fortune of $3,000. He operated

mostly by the personal touch, but
occasionally employed classified adver-
tising, and thus came under Manager
MeCarthy's eye. Encouraged by the
resalts of advertising, Hurst deelded to

branch out a little, and selected The
Post-Dispatech for a more uplurg!'.ngl
kind of exploitation. The “copy" was |
duly set up, but The Post-Dispateh,
which has developed a hopeful pro- |
fessional eonscience lately on financial

matters, didn't like the look of it in

roof, and ment it around to the Better

Wool Fibre Rugs— |
9 x12 ft—wers $14.04..10.94 Persian Velvet Rugs—27x54 inch—

8.3x10.6 ft.—were $9.94.. 7.94 value §1.98
8 x 0 ft.—were $7.94., 5.94 | Same—36x72 inch—value $4.25...
| 2

4

35-Inch Taffetas 1

Value 81.6}. Special 1.47

Chiffon finish—soft and lustrous street and
evening shades, including navy and black

Delightful‘ Fabrics for Frocks bistinctive
Novelty Florals Plaid Ginghams

Lacy satin stripe effects for dain- Both regular and i
ty §nmmer fro:ks-—-molt charming —32 inec urwlde-h:“ v‘::ll:’\'n p}i.g:
colorings and patterns, suitable for and dark combinations, including
both women's and children's wear. red and blue, blue and brown.

Very Special 15 Very Special ,22 ;

&

"HEARN

West of Fifth Avenus

The Most Difficult and the Most Successful Sale That We Ever Have Hag

DIFFICULT—Cottons and Woolens are higher than ever before—indeed, they are dif,
cult to obtain at any price—it means much even to have the

' SUCCESSFUL—Because nowhere else in town are such values to be duplicated,
THE FOLLOWING FOR BOTH MONDAY AND TUESDAY:

No Mail or Telephons Orders on August Sale Specials

! ebony handles .........

UST SALE

“The Indispensables”
of the Household

At Our Unusual Cut Priey
For August Sale

Our Re
a5 O‘Ce‘.dnr 0il or Dust Mops..,, }1‘
O'Cedar Oil—For uss with mop or gy

furniture polish—
95 et. d-02, bottle....ceeuns it
B0 ct. 12-0z. bottle..... PRI
$1.00 1-qt. cAn. c..ovisasinnne il

75 et, Sherwood's Dish Drainers,, 44
Sanitary and labor saving

$1.50 Mrs. Potts' Sad Irons.......
Nickel plated—3 in set 5

et, Table Oil Cloth. ........ 174
4 yda. wide—desirable pattems—
slight imperfections

22
1

10 and 14 ct. Shel OIl Cloth,.. 7§

15 and 18 inches wide—slight fn-
perfections.
Shelf Oil Cloth......... .

6 inches wide—for edging or ben
ders—12.yd. piece,

43 ct. Victor Water Color Opaque
Shades...... .
Mounted on
complets with fixtures
siza Tx3 ft.

25th Auqust Sale

Silverware and
Cutlery

Tablespoons and Forks

Oar reg. .22 ea.—Rogers W E
grade—silver plated—I[atest de-

‘good  spring rollen
all colors=

BUEEIE v ssvonnans bbis K 's o ok wld
Teuspoons

Our reg. .11 ea—To match

BDOVE ..., covascsnsansnnvansanil

Dinner Knives

Our reg. .24 ea.—Silver plated
on fine tempered steel coa i

Soup Ladles
Our reg. $1.48—Rogers W, R
grade; eilver plated; new pat-
LOPRE L issainanes -
Tablespoons and Forks
Our reg. $1.68 (half don)-
Rogers 1881; in pl fancy
T PO |
Odd Pieces of Silverware
QOur reg. .22 ea—Sugar Spoons,
Butter Knives, Tableapoona
and FOTKS ....coovevvivransnnsm .18
Table Knives and Forks

set of 4 eal—

Our reg. $1.95
steel: bona and

Hand-forged

cevasansi®
Carver and Fork
Our reg. 5148 (per pair).

Wostenholm’s fine |
stesl; stag handle

Bread and Meat Knives
Fine steel—relinble make 8

Shears

Our reg. .58 Hand-forged steel
—nickel finizh .

G.
inld
P l'u

Opportunities Unusud
In Leather Goods

Envelope Bags
Double flap {rame.
Special, 37

5

Hand Bags

e
Our Reg

Clearance of

Slightly rub
Special, 1.00
Our Reg. 155
Cowhide Travel Bags-
Sewed on reinforead ¢ :r_.’.‘[l-"‘:
frame—Keritol ing—lock
catches
Special, 4.00
Our Reg. 4.95
Travel Bags
Black and brown reinforeed

—14 to 18 inches
Speclal, 3.24
Our Reg. 400

Japanese Matting Suitcases

Reinforeed ends—bou nd
faney lining—full length pockets™
24 in,

Special, 1.85
Japanese Matting Suitcaset

Cowhide straps all round=
forced corners—large and
25 in.

Special, 2.94

»

usiness Bureau. The advertisement
predicted millions in earnings for the
stockholders, and stated that Hurst's
system had been “indorsed by the lead-
_—
Cenitnned en page thirteen

See Sunday American, World, Times for Twenty Morning Specials
on Sale Monday and Tuesday Until 1 P. M.




